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In view of the attractiveness of the local ice cream
market to foreign exporters, a study of this industry is deemed
to be appropriate.
In presenting the general information of this industry,
the paper is partially descriptive, with the mainportion focused on
the presentation and analysis of primary data collected by means
of interviewing a sample of consumers. Secondary source data
such as the historical background, the seasonal index of this
industry, the import statistics of ready-made ice cream and
ice cream ingredients, distribution channel and promotional means
were also analyzed.
A questionnaire composed of twelve questions was
utilized for collecting primary data. Information requested from
the sampling population includes regularity of consumption,
location of purchasing, flavour preferences and consumption
habits. A consumer profile was drawn by analyzing the data collected.
Finally, subjective recommendations were made for
future marketing policies by evaluating the existing market
situation from the marketer's point of view.
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11. 0 INTRODUCTION
1. 1 Background of the Ice Cream Industry
Ice cream, a western delicacy, was introduced into
the Hong Kong market prior to the Second World War. The
product was initially manufactured in small quantities for a
limited market which then composed of Westerners and a small
number of the local Chinese population.
In the 1950's, Hong Kong witnessed the establishment
of a plant that produced ice cream in quantity for an ever increasing
demand. The Dairy Farm Company Ltd. constructed the first
ice cream plant in Causeway Bay, manufacturing ice cream
catered basically for local consumption. Vanilla was the first
flavor introduced. Subsequently, other flavours were added.
Yet vanilla still maintains the leading position among all other
flavours.
In 1965, pineapple flavoured ice cream was introduced
by the Dairy Farm Company, which manufactures ice cream
according to its own formulae. The following year, mango flavoured
ice cream was also introduced with mango fruit from the Philippines.
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Though prior to Dairy Farm's introduction to mango ice cream, On
Lok Yuen, a Chinese restaurant chain already established the
market for this flavour.
The 60's also witnessed the formal importation of
ready-made ice cream from United Kingdom, U.S.A., Australia
and New Zealand. In 1971, the Pearl River Brand which is
manufactured in Mainland China was introduced. to the Colony via
the various branches of Chinese stores. Since then, this Pearl
River Brand of ice cream has captured about 7 percent of the
total ice cream retail market.
Coupled with the recent level of economic prosperity,
consumer education and a better standard of living, the total
market has definitely increased in recent years. Imports of
ready-made ice cream and. the major ingredients of ice cream,
such as ice cream powder, dry skimmed milk and butter fat, have
increased substantially in the past eight years, from 1966-1973 as
in Appendix B.
In the meantime, the largest manufacturer, Dairy
Farm, maintains approximately 45 percent of the total market,
with Mountain Cream capturing 17 percent of the remaining market
share. Dairy Farm is the oldest food catering company of Hong
Kong with well established distribution outlets through the
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supermarket chains of Dairy Lane, Welcome Company and other
grocery stores. The company also maintained. well equipped
in-house cold storage facilities. In 1973, Mountain Cream (a
subsidiary of A. S. Watson's Company Ltd.) was introduced. to the
Colony. Watson's adopts a very aggressive marketing policy in
the promotion of this new brand.. In addition, it is well backed up
by the distribution outlets of Park'n Shop supermarket chain.
Mountain Cream is the first company in Hong Kong which utilizes
television as a promotional medium. The company is relatively
successful in its promotional aspects and captured 17 percent of
the market within one year since its introduction. On the other
hand, Dairy Farm is still maintaining its traditional promotional
practices of utilizing point-of-sale promotion.
The ice cream industry is deemed to be a very stable
and conservative industry in the past decades. The success of
Mountain Cream in capturing a sizable market share indicates the
viability of a radical marketing attitude in this traditional business.
The study attempts to highlight the significance of this new marketing
technique.
1.2 Objectives and Scope of the Study
In view of the increasing demand for ice cream in Hong
4Kong and the attractiveness of the local market to foreign
exporters, a study of this industry is deemed to be appropriate as
no academic or governmental survey has yet been conducted in
this area.
The objectives of this study are to bring together
under one cover, general information of the local ice cream
industry, analysis and evaluation of the existing situation from the
marketer's point of view, and, subjective recommendations
valuable for future marketing strategies in this industry.
In order to present the general information of this
industry, the paper is partially descriptive, with the main portion
focused on the presentation and analysis of primary data collected
by means of interviews.
Analysis of information from secondary source such as
the historical background, the seasonal index of the industry, the
import statistics of ice cream ingredients and ready-made ice cream,
and the promotion and. distribution channel of ice cream companies
were also incorporated.
The remaining section of this paper presents a market
research conducted on the consumption pattern of ice cream. A
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questionnaire composed of twelve questions as in Appendix A was
utilized for collecting primary data. Information requested. from
the sampling population includes regularity of consumption,
location of purchasing, flavour preferences and consumption
habits. In the analysis of the data collected, a consumer profile
was drawn.
Limitations of the study are the natural constraints of
time and money for a complete coverage of all local ice cream
companies and a detailed study of each aspect of the marketing
policy, and. the lack of available confidential data.
The remainder of this study is organized into four
chapters. Chapter 2 reviews the ice cream market in terms of
its demand, promotion and distribution channels. Chapter 3 deals
with the objectives and the methodology of the consumer research.
Analysis of the findings is the subject of Chapter 4. The final
section, Chapter 5, presents the overall conclusions of the study,
and the recommendation for future marketing policies.
62.0 REVIEW OF THE ICE CREAM MARKET
2. 1 The Demand. for Ice Cream
The demand for ice cream is governed by the following
key factors:
Climatic conditions of the Colony1
2 Product selections
3 Consumer buying habits
4 Consumer taste preference
5 Consumer's dispensable income.
The total demand and pattern of demand for ice cream
are interpreted. from the following sources:
1. The seasonal index of ice cream sales
1967 to 1969 (Table 2.1)
2. Sales analysis by types of outlets (1971) and
total sales of ice cream (retail price, 1970)
3. Import of ready-made ice cream and ice cream
ingredients.
2.la The Seasonal Index of Ice Cream Sales
The summer months of May through October is the period
when the seasonal index of ice cream sales is above one hundred percent.
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Note: May to October subtotal 843,
index based on retail sales (dollar)
Source: A.S. Watson's Co. Ltd.
Seventy per cent of ice cream is sold within that six months while
the rest of the year accounts for a minor percentage of total sales.
In other words, the demand for ice cream concentrates on six months
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Source: A . S . Watson; s Co . Ltd .
9of a year whereas, in the other half of the year, the demand falls
drastically below half of the better months. The range of the index
is 115 (156 in July and 41 in January). Thus, if an ice cream
manufacturer should produce all the ice cream sold. in the local
market, it will experience under-utilization of his production
capacity during the slack season of November to March.
2. lb Sales Analysis by Types of Outlet
Analysis of available secondary sources data revealed.
that large proportion of the sales are through mobile sales unit
(MSU), provision stores, schools, canteens, naffi, restaurants,
concessions and hotels.
Table 2.2 Ice Cream Sales of Mobile Sales Unit (MSU)
Approximate Estimated% in
1970 Sales MSU Sales Total SalesBrand
43550, 000HK$1, 260, 000Lyons (Watson's)
292, 04 7, 0008, 900, 000Dairy Farm
23828, 0003, 600, 000On Lok Yuen
Source: A. S. Watson's
Firms in the industry vary their emphasis on different
outlets sales by mobile unit account for 43 percent of total sales
of Lyons, but only 29 percent for Dairy Farm and 23 percent for
On Lok Yuen as shown in Table 2 .2 .
2 .1 c  Sales analysis by Competitive Brands
The total estimated 1970 sales figure of ice  cream  is 
$20 m illion with Dairy Farm  Co. as the market leader. Lyons, 
the form er brand sold by A .S . W atson's is accounting for 5 percent, 
while On Lok Yuen accounts for 18 percent of the market sa les. 
Table 2.3 Sales Volume of Competitive Brands
Approximate Market
Brand 1970 Sales Share (%)
Lyons (Watson's) HK$ 1, 260, 000 5
Dairy Farm  Co. 8, 900, 000 44
On Lok Yuen 3, 600, 000 18
Finland 2, 600, 000 13
Swiss 1, 800, 000 9
Bobo 1,200, 000 6
London 600, 000 3
Lucky 200, 000 1
Snowwhite 200, 000 1
Total HK$ 20, 360, 000
Source : A . S. W atson's
2. 1d Analysis of Import Statistics of R eady-made Ice Cream and 
Ice Cream Ingredients
Ready-made ice cream  in this context re fers  to the
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finished product form which had gone through the processing stages
and is ready for consumption. Ice Cream ingredients refers to
ice cream powder, butter fat and dry skimmed milk.
Hong Kong has imported ready-made ice cream since
the early sixties from United Kingdom, Australia, New Zealand
and other countries. The import statistics illustrate a gradual
increase in volume of ready-made ice cream from 112, 890 pounds
in 1966 to 824, 364 pounds in 1973, with 964, 084 pounds in 1972
as the peak year.
Meanwhile, the volume of import of the major ingredients
of ice cream, i.e., ice cream powder, has fluctuated from a low
of 279, 606 pounds in 1966 to a high of 982, 011 pounds in 1969.
From these figures, it is evident that the demand for ice cream
imported ice cream powder has decreased by nearly 50 percent
from 1970 to 1973, i.e., 909, 998 pounds to 440, 943 pounds of
imported ice cream powder (Appendix B). During the same time
period, the imported volume of ready-made ice cream takes on an
inverse trend relative to the ice cream powder (Exhibit 2. 3). The
import figure of ready-made ice cream reveals a low of 112, 890
pounds in 1966 to a high of 964, 084 pounds in 1972 (Exhibit 2. 2).
Exhibit 2 . 2 : Bar Chart Showingthe InportedAmountof Ready - made Ice Cream
and Ice Cream Powderin Pound Weight( 1966 - 1973 )
Pounds' 00000 .
1966 1967 1968 1969 1970 1971 1972 1973
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Exhibit 2 . 3 Bar Chart showingthe ImportedAmountof Ready - made
Ice Creamand Ice Crem Rowderin HK $ ( 1966 - 1973 )
1966 1967 1968 1969 1970 1971 1972 1973
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Exhibit2 . 4 Value per Pound of Ice Cream Powder, Ice
Gream( ready - made ) & Milk , dry skimmed





































In the exhibits below, imports of ready-mad.e ice cream and ice
cream powder are increasing. The former increases at a
faster rate. Assuming the local manufacturers use imported
ice cream powder, their production has increased, even though
not as fast as imported ready-made ice cream. This may reflect
that they are not willing to expand their capacity because of a
rather long slack season.
In Exhibit 2.1, the curves of the value per pound of
imported. ice cream powder and ready-made ice cream appear to
be in cycle formation. They also demonstrate an inverse effect
to each other within a five to seven years cycle as claimed by
an authoritative source who has been in the ice cream field for
fifteen years.
2.2 The Channel of Distribution
The distribution channel for local-made ice cream is
from the manufacturer directly to the retailer, while that for
imported ready-made ice cream is from the importing agent to the
retailer. The wholesale level is absent and thus results in a
partial lowering of price in certain areas.
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Retail outlets include mobile sales units, provision
stores, schools, canteens, clubs, restaurants, concessions and
hotels. It must be emphasized that the mobile sales unit (MSU) is
an important retail outlet, accounting for about 20 percent of the
total company sales, e. g. the Dairy Farm Company and On Lok
Yuen. However, it is anticipated that government intervention
into mobile sales units are forthcoming, and there will be a gradual
reduction of MSU in the local market. The MSU will gradually be
replaced by refrigerated vehicles owned by the individual companies.
The major problem with MSU is that they are independent selling
units which do not share the same aspirations as the manufacturers.
MSU are unrealiable sales outlets because the manaufacturers do not
exercise direct control over them.
2.3 Promotion
Traditionally, mass communication media are seldom
selected as advertising tools. Most ice cream companies, such
as Dairy Farm, adopt their traditional practices in utilizing point-
of-sale promotion as well as packaging improvement. Mountain
Cream is the pioneer company in the ice cream industry in the
utilization of television medium as a consistent and regular
promotional tool and obtains favourable results. Pictorial forms
and bright colours are supplemented at the point of sales to
attract customers.
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Personal selling is being carried out at two levels.
The sales manager in general deals with clients in his stratum while
the salesman, i. e., the ice cream truck driver deals with customers
at his level-- such as retail outlets.
The sales managers usually push their product in large
quantity to large hotels and restaurants or caterers for airlines.
The salesmen who drive the ice cream trucks delivering the product
to provision stores and shcools sell directly to the storekeepers
on a commission basis.
Promotion is also conducted in a manner which is of
mutual benefit to the ice cream manufacturer and the organizations
concerned. The organizations concerned. are usually educational
or governmental. The ice cream manufacturer provides a free
stated volume of ice cream to these organizations in return for
their permission to set up a certain amount of point-of-sales
materials during a public function conducted by these institutions.
School functions and government summer youth activities are some
of the promotional means.
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3.0 CONSUMER RESEARCH
3.1 Objectives of the Research
The overview of the ice cream industry encompasses
such relevent areas as background, demand, distribution channel
as well as promotion of ice cream. This information was collected
by personal interviews of several managers of the leading ice cream
companies in Hong Kong.
Consumer research was conducted to collect primary
data in order to construct an ice cream consumer profile.
3.2 Methodology
Consumer interviews utilizing a questionnaire were
conducted to collect relevent informations. The sample size of
220 were chosen at random. Interviews were conducted with one
person out of every ten that passed at certain districts in Hong Kong
at various intervals.
Sampling
The 1971 population statistics was used to estimate the
total population (Please refer to Appendix A). The total population
of approximately 2.2 millions from the age of 10 to 50 was chosen
to be the sampling universe. A coverage of the total population was
19
impossible, thus 220 samples werechosen for the purpose of collecting
primary opinions.
Three districts were chosen for carrying out the survey.
The central district, a school district and a manufacturing district
were selected. The central district is an area with a high concentration
of white-collar workers from the age of 20 through 40. As 45 percent
of the total population falls in this age group, thus 100 copies of the
questionnaires were assigned to the central district. Meanwhile,
40 percent of the total population are in the age group of 10 to 19 which
coincide with the schooling age in Hong Kong. Thus :90 copies of the
questionnaires were assigned to a school district. Finally, a manufac-
turing district where the age group is diversified is chosen for the
remaining 30 copies of questionnaires.
Note: As three copies out of the 220 copies of the questionnaires
used were found to be incompleted. Thus only 217 copies were
used for the final analysis in the following chapter.
3. 3 The Questionnaire
The questionnaire were designed to ascertain information
on the followings:
(1) The regularity of consumption of the consumers
(2) Locations of purchases made
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(3) Their flavour preferences and consumption habits.
The explanation for the design of the questionnaire is
in the followings:
Question 1: How often do you eat ice cream?
Less than once a week
Once a week
Twice a week
The purpose of this question is to find out the regularity
of consumption.






This question is to find out the ice cream purchaser.














The purpose of question 3 is to find out the place of
purchase and that of question 4 is to determine the
place of consumption.





The popularity of packaging is to be found out in this
question.






Question 7: Out of the three brands, which one do you like best?
Question 6 is to find out the most popular brand names,
whereas question 7 determines consumers' preferances
towards the brand names.









This is to find out the consumers' preferences towards
flavour.
Question 9: Which do you consider more important in choosing a
particular brand of ice cream?





This is to determine the important factors that influence
the consumers in their buying decision-making.
Question 10: Are you willing to try a new brand of ice cream?
Willing to try
Not willing
This question obviously is to test the consumers'
willingness to try new brands.





Question 12: What is your household income per month?
$2, 000 and over
$600- 1, 999
Below $600
Question 11 and 12 deal with the demographic variables
of the consumers. Question 11 asks for the age group
and question 12 for the household income group.
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4. 0 ANALYSIS OF CONSUMER RESEARCH
4. 1 Introduction
This chapter seeks to summarise the raw data collected
in the consumer survey. This is to complement the information
obtained through working experience and personal interviews with
the relevent trade organizations.
The general approach of this survey was described in
the preceding._chapter. The findings of this survey are tabulated
and discussed in the following -sections.-
4.2 Findings
4. 2a Analysis of regularity and amount of consumption by age grout
Table 4. 1 highlights the importance of the consumers in
the age group of 10 -19. 57.1 percent of this age group are medium
and heavy users. 54.4 percent of the medium users and 66. 7
percent of the heavy users are in this age group. The 35. 9 percent
of consumers in the age group of 20-29 cannot be overlooked
because 47 percent of them consume ice cream at least once a
week. The consumers of age group 40 and above takes up only
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13 . 8 percentof the total population. Also , a relativelyow
percentageof medium and heavy users ( 12 and 4 percent respectively)
are within this age group .
Table 4 . 1 Analysisof Regularityand Amount
of Consumptionby Age Group
above
Total 10 - 19 20 - 39 39
217 109 50 . 2 78 35 . 9 30 13 . 8All ice cream consumers
a ) Regularity
7 n 25 35 . 7 31 44 . 3 14 20 . 0Less than once a week
147 84 57 . 1 47 32 . 0 16 10 . 9At least once a week
b ) Amount
70 25 35 . 7 31 44 . 3 14 20 . 0Light user
( less than once a week )
114 62 54 . 4 40 35 . 1 12 10 . 5Medium user
( once or twicea week)
33 22 66 . 7 7 21 . 2 4 12 . 1Frequent user
Table 4 . 2 . Analysisof Regularityand Amountof
Consumption by Household Income
below2000 600Total
6001999over
217 23 10 . 6 160 73 . 7 34 15 . 6All ice cream consumers
a ) Regularity
70 4 5 . 7 53 75 . 7 13 18 . 6Less than once a week
147 19 12 . 9 107 72 . 6 21 14 . 5At least once a week
b ) Amount
70 4 5 . 7 53 75 . 7 13 18 . 6Light user
( less than once a week )
114 15 13 . 2 83 72 . 8 16 14 . 0Medium user
( once or twicea week)
33 4 12 . 2 24 72 . 7 5 15 . 2Frequent user
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4. 2b Analysis of regularity and weight of consumption by
household income
Table 4. 2 reveals that 73.7 percent of the total
population falls into the household income of$600-1,999.
Furthermore, 72.6 percent of this income group are either medium
or heavy users. Around half of the total population are medium
users.
Meanwhile consumers with household incomes of$2000
and over and below$600 exhibit a similar pattern in amount of
consumption with medium user of 13.2 percent and 14.0 percent
respectively.
31.8 percent (70) of the population are light users. In
this, 18.6 percent are in the household income of below$600 while
75.7 percent are in the category of$600-1,999.
To sum up, the consumers of household income
$600-1,999 is undoubtedly the backbone of the ice cream market.
4.2c Analysis by popularity of packaging
The major package types are brick, cup and cone.
The cup, taking up 79 percent of the total is obviously the most
popular package. Cone and brick, taking 11 percent and 6 percent
respectively, are by far the less popular packages (Table 4. 3).
Cup is the most popular package, flavored by over
75 percent of all households. As for the age group aspect, the 
percentage range from 78 to 81 precent from a low of 78 percent 
in the 20 to 39 age-group to a high of 81 percent in 13 to 19 and 
above 40 age group.
Table 4. 3 Analysis by Popularity of Package
AGE GROUP HOUSEHOLD INCOME
above $2000 $600- below
Packaging T ota l 10-12 13-19 20-39 qq & over 1999 $600
B rick  6 4 5 7 6 9  6 3
Cup 79 80 81 78 81 77 79 86
Cone 11 8 9 12 13 7 11 9
Others 4 8 5 3 0 7  4 2
N ote: A ll  f ig u re s  are percentages
The brick is more popular in the household group of 
$2,000 and above and much less popular (3 percent) in the income 
group below $600.
4.2d Analysis by purchaser
On the whole, the consumers themselves usually are 
the purchasers. From Table 4.4, it can be seen that 85 percent of 
the interviewees are consumers as well as purchasers. 5 percent 
of the consumers have their ice cream bought by parents, and 10 
percent by other people.
As far as age is concerned, the percentages that 
consumers are purchasers as well are very high. The highest is
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9 2 percentin the age group13 - 19 , and the lowestis 7 2 perch.
in the age group above 39 . The purchasersbeing parents occurs
mainly in the youngestage group 10 - 12 , which is 9 percent, and
the purchasers being people other than consumers themselves
falls mainly in the age group above 39 , which is 26 percent.
Table 4 . 4 Analysisby Purchaser
HOUSEHOLDINCOMEAGE GROUP
above 92000 $ 600 - below
PurchaserTotal 10 - 12 13 - 19 20 - 39 39 over 1999 $ 600
85 86 92 85 72 85 85 91Consumer
0 0 0 0 0 0 0 0Servant
5 9 5 4 0 4 5 1Parents
10 5 3 11 26 11 10 8Others
Note : All figures are percentages
On the income side , the cases of income groups of
$ 600 - 1 , 999 and that of $ 2000 and aboveare quite similar:
85 percent of them make the purchasethemselves, 4 to 5 percent
by parents and 10 to 11 percent by others . Personsin the income
group below $ 600 tend more to buy for themselves.
4 . 2 e Analysisby consumers' willingnessto try new brands( Table 4 . 5 )
93 percent of the interviewssaid they would try a new
brand of ice cream , and only 7 percentsaid they would not try .
This shows that on the whole , consumershave a tendencyto try a
new brand.
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Table 4. 5 Analysis of Consumers' Willingness to Try New Brands
AGE GROUP HOUSEHOLD INCOME
above $2000 $600- below
Total 10-12 13-19 20-39 39 &over 1999 $600Willingness
94 9395 92 93 9594Will try 93
6 86 5 577Will not try 7
Note: All figures are percentages
The percentages of willingness to try a new brand are
about the same in all age groups and all income groups. No one
group is below 80 percent.
4.2f Analysis by place of purchase (Table 4. 6)
Table 4. 6 Analysis by Place of Purchase
HOUSEHOLD INCOMEAGE GROUP
above $2000 $600- below
Total 10-12 13-19 20-39 39 over 1999 $600Place
5 3 5 5 7 9 5 2Supermarket/
grocery
22 26 24 20 20 20 24 17Street vendor
Neighbourhood 68 69 65 70 67 62 67 74
shop
Others 5 2 6 5 6 9 4 7
Note: All figures are percentages
On the whole, purchasers usually purchase in
neighbourhood shops. 68 percent of them demonstrate this
phenonmenon 22 percent of them buy from street vendors
5 percent shop in supermarket/grocery and 5 percent shop in
- 30 -
places other than the above mentioned.
The age and incom e of the consum ers exhibit no 
influence on their buying habit, as can be seen from  the percentages 
in the Table.
4 . 2 g Analysis by place of consumption (Table 4.7)
Table 4 .7  Analysis by Place of Consumption
AGE GROUP HOUSEHOLD INCOME
above $2000 $600- below
P lace  T ota l 10-12 13-19 20-39 39 & over 1999 $600
Home 65 68 60 64 70 66 65 65
R estau ran ts / 1 0 1 1 2 0  1 1
n ig h t clu bs
Theatre 10 2 12 15 5 13 9 11
S tre e t  14 20 14 10 12 10 15 14
School 4 8 7 1 1 6 4 4
Beach 2 1 1 3 3 1  2 0
O f f i c e / f  a ctory  3 0 3 4 3 2  3 4
Others 1 1 1 1 4 2  1 1
N ote: A ll  f ig u r e s  are percentages
On the whole, most consum ers eat their ice  cream  at 
home; 65 percent of them demonstrate this phenonmenon. Next 
com es 14 percent at street and 10 percent in theatre. They seldom 
consume it in school, o ffice , beach and other places.
Age and income do not influence the consumption habit 
much. All show that they have a tendency to consume at home.
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4 . 2 h Analysisby ice creamflavour( Table4 . 8 )
Table 4 . 8 Analysisby Ice Cream Flavour
HOUSEHOLDINCOMEAGE GROUP
above $ 2000 $ 600 - below










Note : All figures are percentages
On the whole , consumersprefer vanilla , strawberry,
mango and pineapple, as revealed by the percentages. Age and
income do not influencetheir choise of flavour much . All show
that they prefer vanilla most , and then comes strawberry, mango
and pineapple.
4 . 2 i Analysisby brandname( Table4 . 9 )
The three ice cream brand names the consumersare
most familiar with are Dairy Farm , On Lok Yuen and Mountain
Cream, as shownby the percentagesin table 4 . 9 .
The percentagesof preference towards brand name
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Table 4 . 9 Analysisby Brand Name
HOUSEHOLDINCOMEAGE GROUP
above 82000 $ 600 - below
Total 10 - 12 13 - 19 20 - 39 39 above 1999 $ 600
2222 142Bobo
64 43 40464544 45Dairy Farm ( 60)45 ( 65) ( 60)( 60)( 61( 62)( 58)( 60)
10188 788Finland 7
22222 2London
.3 3331 3Lyons 3
2023 17171720 1817On Lok Yuen ( 22)( 22)( 23)( 22)( 23)( 21)( 22)( 22)
1815221516161715 ( 18)Mountain Crean ( 18)( 21)( 17)( 18)( 20)( 18)( 18)
88868 75Swiss
Note : Lyonsand MountainCreamare ice creambrandsold by A . S . Watson' s Co . Ltd .
In April 1973 , MountainCream was launchedand it substitutedLyons but Lyons still
has some residualeffect in the market .
All figures are percentages
All figures in ( ) are percentagesof best choice
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also show that Dairy Farm is the brand that they like best. The
result is not influenced by age, nor income, as shown by percentages.
4. 2i Analysis by importance of package (Table 4. 10)
Table 4. 10 Analysis by Importance of Package
HOUSEHOLD INCOMEAGE GROUP
above $2000 $600- below
Total 10-12 13-19 20-39 39 &over 1999 $600Opinions
67 5680 5166 55 75Very important 71
23 353020 4629 16 38So-so
2 9349Not important 4 75
Note: All figures are percentages
On the whole, consumers feel that the type of package
is very important to their purchasing decision. 66 percent of them
show this fact and 5 percent of them said that it is not important.
Age and income do not influence their purchasing
decision much. All feel that the type of package is a very
important factor.
4.2k Analysis by importance of taste (Table 4. 11)
On the whole, consumers think that taste is a quite
important factor for them in making the purchasing decision. The
41 percent for very important and 44 percent for so-so show this
fact. The older the consumer, the more tendency of them to pay
attention to the factor of taste. On the other hand, income does
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not influence the purchasingdecision much , Consumersin all
income groups feel that taste is quite important.
Table 4 . 11 Analysisby Importanceof Taste
HOUSEHOLD INCOMEAGE GROUP
above$ 2000 $ 600 - be 1 ow
Total 10 - 12 13 - 19 20 - 39 39 Over 1999 $ 600Opinions
41 24 3 3 48 6 6 42 41 41Very important
44 50 52 42 25 43 43 47So- so
15 26 15 10 9 15 16 12Not important
. Note : All figures are percentages
4 . 21 Analysisby importanceof Varietyof flavour( Table 4 . 12 )
Table 4 . 12 Analysis by Importanceof Variety of Flavour
HOUSEHOLDINCOMEAGE GROUP
above $ 2000 $ 600 - below
Total 10 - 12 13 - 19 20 - 39 39 over 1999 $ 600Opinions
4142Very important 24 68 4342 34 50
4545SO- so 2445 4751 51 42
151310Not important 13 25 815 8
Note : All figures are percentages
On the whole , consumersthink that flavour is a quite
important factor for them in making the purchasingdecision . The
45 percent for so - so and 42 percent for very importantshow this
fact.
With regardto age , age groups20 - 39 and above 39
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feel that variety of flavour is a very importantfactor . Income
does not influencethe buying decision much . They all think that
variety of flavour is quite important.
4 . 3 Summary
From the analysis of data collected, it is thus possible
to reveal the consumers' attitudes in purchasingice cream . Three
aspects of consumersare being studied .
( 1 ) The regularityof consumptionof the consumers
( 2 ) The locationof purchasing
( 3 ) Their flavour and their consumptionhabits .
The regularity of consumptionf the consumer is
highly correlatedwith a specific age group of 10 - 19 and consumers
with $ 600 - 1999 householdincome.
Neighbourhoodshop is the most popular location
where consumersmake their purchases while their home is the
most likely place where the product is consumed.
Vanilla is by far the most popular flavour taken on by
the consumersand the cup is their choice of package. The
majority of them are willing to try new brand eventhought eir
flavouritechoice remain to be a few leading local brand . The
value system of the importanceof package , taste and variety of
flavour vary accordingto age group and householdincome .
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5 . 0 CONCLUSIONS
5 . 1 Conclusions
Examination of how broad market characteristics
and trends provide the initial definitionof the firm ' s opportunities.
(1)
This statement highlights the purpose of the preceding
chapters in presentinga general picture of the ice cream industry
in Hong Kong . The analysis of the consumersurvey attempts to
compose a better market information system . Thus recommendations
can be presentedfor future marketingstrategies for the industry .
It is generally recognizedof the necessity to harmonize
the existing environmentand resourcesof a given industry is the
first step to exploit the market place .
The existing ice cream market is an expandingone .
The populationprojectionof Hong Kong By - Census 1966 reveals
that the age group from 10 to 19 and 20 to 39 is increasingi the
coming five years ( AppendixA ) . Thus , the prospectivemarket
for ice cream is growing.
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5 . 2 Recommendations
In view of the general market situation , it is recommended
that the packaging should be highly consideredfor the market segment
that is intendedto be attracted. In view of the successof the
promotionalmeans of Mountain Cream , the promotion aspect should .
be selected . particularlyfor maximum exposure to the right market
segment.
It is recommendedthat the timing of introducingand
promotinga new brand should be well planned ahead to be launched.
around April in order to coincidewith the beginningof the hot season .
The fluctuating monthly consumer index will certainly
affect the planning in supplyingthe product . The choice of flavours
and types of packagingshould well be put under considerationin
planning for supplying the market which includes heavily on a small
range of flavour and particularpackage type .
As the price cycle of milk productsi found to be of
substantialinfluenceon the price of ice cream ingredients, it is
thus recommendedthat the local manufacturershould place
particular emphasis on the price considerationi the initial planning
process.
Finally , further research on updating relevant information
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annually is also recommendedto provide a better information system




Year 1966 1971 1976 1981
Sex
Male Female Total Male Female Total Male Female Total MaleAge Group Female Total
- 40 274, 100 259, 100 533, 200 252, 000 490, 000238, 000 284, 600 268, 800 553, 400 330, 200 311, 800 642, 000
- 95 275, 100 253, 200 528, 300 272, 600 257, 700 530, 300 250, 500 236, 500 487, 000 282, 700 267, 000 549, 700
- 1410 233, 600 214, 800 448, 400 275, 600 253, 500 529, 100 272, 900 257, 700 530, 600 250, 800 236, 700 487, 500
- 1915 204, 100 181, 200 395, 300 234, 200 215, 300 449, 500 275, 800 253, 700 529, 500 273, 000 258, 000 531, 000
20- 24 106, 900 94, 200 201, 100 204, 700 182, 100 386, 800 234, 500 215, 900 450, 400 275, 900 254, 200 530, 100
25- 29 114, 200 97, 100 211, 300 108, 300 95, 300 203, 600 205, 100 182, 500 387, 600 234, 700 216, 100 450, 800
30- 34 129, 200 115, 800 245, 000 115, 200 97, 800 213, 000 108, 900 95, 800 204, 700 205, 000 182, 400 387, 400
35- 39 132, 100 127, 900 260, 000 129, 300 115, 700 245, 000 115, 200 212, 90097, 700 109, 000 95, 700 204, 700
- 4440 131, 000118, 600 115, 000 233, 600 127, 100 258, 100 128, 000 115, 000 243, 000 114, 100 97, 200 211, 30
45- 49 98, 300 93, 700 192, 000 116, 100 113, 800 229, 900 128, 100 125, 600 253, 700 125, 200 113, 600 238, 800
50- 54 83, 400 82, 500 165, 900 94, 200 91, 900 186, 100 111, 100 111, 400 122, 500222, 500 122, 900 245, 400
55- 59 53, 100 63, 500 116, 600 77, 600 80, 100 157, 700 87, 600 89, 100 176, 700 103, 300 107, 900 211, 200
60- 64 35, 400 55, 100 46, 90090, 500 60 , 600 107, 500 76, 300 77, 200 84, 800 162, 000144, 70068, 400
65 & Over 36, 000 85, 200 21, 200 53, 900 119, 200 173, 100 107, 800 185, 400 293, 20075, 700 149, 700 225, 400
Total 1 , 894, 100 1 , 838, 300 3 , 732, 4002 , 111, 600 4 , 159, 7002 , 048, 100 2 , 275, 700 4 , 622, 100 2 , 611, 400 2 , 533, 700 5 , 145, 1002 , 346, 400
SOURCE




Ice Cream( Ready Made )(a)
Year 1966 1967 1968 1969 1970 1971 1972 1973
Country
United Kingdom 112 , 890 202 , 945 113 , 412 45 , 147 138 , 276 198 , 911 331 , 517 240 , 678
France 5 , 721 115 , 413
New Zealand 152 , 028 11 , 232 61 , 791 6 , 694
Australia 85 , 140 246 , 000 546 , 000 311 , 083
United States 4 . 060 84 , 095
China 78 , 949 129 , 285
Denmark 52 , 329
112 , 890 208 , 666 228 , 825 197 , 175 964 , 084234 , 648 510 , 762 824 , 364Total ( Pound)
SOURCE:
Hong Kong GovernmentSta istics( 1966 - 1973 ) , Imports , Hong Kong Government.
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Ice Cream( Ready- made )
(b)
1966 1967 1968 1968Value HK 1970 1971 1972 1973YearCountry
United Kingdom 216 , 060 283 , 366 237 , 376 105 , 833 207 , 428 418 , 991 468 , 508 471 , 832
France 21 , 511
New Zealand 188 , 319 183 , 014 19 , 855 124 , 853 13 , 695
Australia 60 , 996 181 , 655 424 , 400 329 , 259
United States 13 , 034 268 , 663
China 118 , 168 220 , 471
Denmark 170 , 041
216 , 060 304 , 877 425 , 695 288 , 847 288 , 279Total( HK $ ) 738 , 535 1 , 028 , 996 1 , 473, 961
Average value
per pound $ 1 . 914/ lb . $ 1 , 416/ lb . $ 1 . 860/ lb . $ 1 . 465/ lb . $ 1 . 229/ lb . $ 1 . 446/ lb . $ 1 . 067/ lb . $ 1 . 788/ lb .
SOURCE:
Hong Kong GovernmentSta istics( 1966 - 1973 ) , Imports , Hong Kong Government.
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Milk , Dry Skimmed
(a)
19681967 19701966 1969 1971 1972 1973Quantity( lb . )Year
Country
Argentina 13 , 200 17 , 900
953 , 812 1 , 239, 112 1 , 599, 4831 , 410, 2222 , 092, 865Australia 1 , 953, 2781 , 839, 7193 , 023, 081
13 , 440 439 , 090 71 , 66322 , 328 5 , 600 110 , 230Belgium
50 , 000 230 , 000 125 , 000 20 , 0001 , 750Canada
22 , 000 37 , 507Denmark
13 , 778Ger . Fed . Rep.
22 , 400 56 , 000141 , 120313 , 629 24 , 640Irish Republic
238 , 2075 , 600220 , 465Japan
20 , 92011 , 700Netherlands
1 , 124, 8161 , 025, 6181 , 794, 888777 , 932 1 , 330 , 673669 , 816904 , 568451 , 464New Zealand
55 , 10463 , 840472709121 , 25367 , 200United Kingdom
58 , 49854 , 78040 , 992248 , 905 118 , 415231 , 066214 , 589238 . 733United States
3 , 679, 1333 , 181, 1215 , 096, 5022 , 592, 174 3 . 361, 9392 , 638, 7513 , 683, 5451 , 735, 287Total ( Pound)
SOURCE:
Hong Kong GovernmentSta istics( 1966 - 1973 ) , Imports , Hong Kong Government.
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Milk , Dry Skimmed
(b)
1966 1967 1968 1969 1970 1971 1972 1973
Value( HK $ Year
Country
Argentina 21 , 389 23 , 449
Australia 819 , 368 1 , 128, 618 931 , 813 769 , 340 1 , 381 , 687 1 , 900, 3862 , 859, 7825 , 087, 502
17 , 964 11 , 328 34 , 549Belgium 195 , 085 4 , 450 194 , 940
3 , 492Canada 30 , 780 402 , 892 286 , 600 28 , 455
Denmark 11 , 857 162 , 284
Ger . Fed . Rep. 18 , 603
Irish Republic 12 , 405 71 , 990 33 , 580 86 , 407
160 , 000 3 , 276Japan 136 , 145
196 , 857 33 , 052Netherlands 11 , 111 26 , 499
New Zealand 818 , 748807 , 062 450 , 629 428 , 701 1 , 309, 4191 , 543, 7182 , 348, 355396 , 769
56 , 980 1 , 785 1 , 697United Kingdom 55 , 500 82 , 82033 , 384
498 , 220 156 , 282273 , 185 213 , 871 237 , 826343 , 292 446 , 634United States 374 , 658
3 , 976, 5435 , 105, 6988 , 127, 9132 , 293, 1331 , 808, 8322 , 547, 3071 , 636, 385 2 , 481, 666Total( HK $ )
Average value
$ 1 . 604/ lb . $ 1 . 594/ lb .$ 942/ lb . $ 1 . 080/ lb .$ 685/ lb $ 695/ lb .$ 682/ lb .per pound $ 957/ lb .
SOURCE:




YearQuantity( 1 b . 1966 1967 1968 1969 1970 1971 1972 1973
Country
Australia 46 , 345 235 , 715 360 , 802 408 , 704 231 , 152 245 , 830 24 , 750 126 , 800
China 12 , 650 29 , 700 19 , 312 18 , 645 16 , 698 91 , 230
Denmark 8 , 960 112 , 000 118 , 868 213 , 248 267 , 850 236 , 320 484 , 670 160 , 560
Japan 15 , 480 5 , 825 13 , 200 2 . 273 2 , 579
Netherlands 4 , 720 5 , 040 12 , 800 4 , 315 1 , 113 25 , 500 3 , 000
Singapore 950 15 , 548
4 , 427Switzerland 7 , 076 5003 , 549
Taiwan 2 , 200 8 , 960
259 . 264198 , 000 315 , 210 391 , 916387 , 443United Kingdom 126 , 475 3 , 5511 , 120
10 , 226 20 , 722 16 , 880United States 4 , 502 563 37 , 675
889 , 287 982 , 001 909 , 998Total 555 , 574279 , 604 664 , 501 651 , 493 440 , 943
SOURCE:




QuantityHK $ 1966 1967 1968 1969 1970 1971 1972 1973
Country
Australia 84 , 624 211 , 061 325 , 401 333 , 012 197 , 643 243 , 528 56 , 394 145 , 707
China 22 , 309 47 , 72951 , 313 32 , 044 34 , 255 189 , 956
28 , 488 333 , 845 601 , 294 701 , 998314 , 824Denmark 617 , 158 1 , 963 , 381 305 , 414
28 , 204 9 , 451 5 , 55930 , 300 7 , 650Japan
2 , 5008 , 750 10 , 700 25 , 342 8 , 673 83 , 149 8 , 809Netherlands
2 , 000 54 , 702Singapore
1 , 96610 , 47714 , 792 23 , 649Switzerland
18 , 4313 , 778Taiwan
7 , 1991 , 88398 , 198240 , 576 310 , 363193 , 447 291 , 120United Kingdom 155 , 119
120 , 2322 , 97443 , 529 39 , 32820 , 731 38 , 130United States
1 . 044. 1592 , 147, 5951 , 069, 669995 , 636 1 , 276 , 779 1 , 253 , 110871 , 628334 , 813Total( HK $ )
$ 1 . 119/ lb . $ 1 . 300/ lb . $ 1 , 377/ lb . $ 1 , 603/ lb . $ 3 . 866/ lb . $ 2 . 426/ lb .$ 1 . 197/ lb . $ 1 . 312/ lb .Value per pound
SOURCE:




YearQuantity( lb . ) 1966 1967 1968 1969 1970 1971 1972 1973
Country
Australia 171 , 966 658 , 733 259 , 530 656 , 972473 , 353 1 , 001, 604 548 , 928 655 , 838
Belgium 25 , 200 41 , 887 11 , 023
China 10 , 554 9 , 396 9 , 720
Netherlands 58 , 519 39 , 690 88 , 184
New Zealand 149 , 760 692 , 240 285 , 984 363 , 744 526 , 608 294 , 192 317 , 122 949 , 787
United Kingdom 360 9602 , 355 1 , 180
United States 20 , 064 144 10 , 005
197 , 801Vietnam( South )
342 , 150 1 , 551, 129 546 , 418 906 , 801 1 , 248 , 470 1 , 394, 534 917 , 333 1 , 626 , 368Total ( Pound)
SOURCE:




1966ValueHK $ 1967Year 1968 1969 1970 1971 1972 1973
Country
Australia 276 , 590473 , 301 468 , 302 762 , 895 1 , 054 , 260 2 , 500, 2691 , 614, 3531 , 925, 069
Belgium 39 , 582 27 , 600
China 143 , 152 132 , 503 140 , 417
Netherlands 87 , 146 58 , 753 186 , 680
New Zealand 407 , 271 271 , 226 520 , 128 576 , 867 830 , 929 709 , 542 903 , 265 2 , 667 , 604
United Kingdom 1 , 057 840 2 , 610 3 , 368
United States 86 , 581 958 62 , 597
38 , 000Vietnam( South )
968 , 210 991 , 998 1 , 492 , 873 1 , 983 , 524586 , 696 3 , 539, 6432 , 872, 8774 , 760, 690Total( HK $ )
Average value
$ 2 . 829/ lb . $ 378/ lb .per pound $ 1 . 815/ lb . $ 1 . 646/ lb . $ 1 . 588/ lb . $ 2 . 538/ lb . $ 3 , 131/ lb . $ 2 . 927/ lb .
SOURCE:
Hong Kong GovernmentSta istics( 1966 - 1973 ) , Imports , Hong Kong Government.
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1香 港 冰 淇 淋 業 之 研 究 — 著 重 於 市 場 銷 售 業 務
卓 若 壁
序 言
　 冰 淇 淋 是 在 第 二 次 世 界 大 戰 前 由 西 方 傳 入 香 港 的 一 種 食
品 ， 初 期 只 是 小 量 製 造 ， 供 應 部 份 外 籍 人 士 及 小 部 份 中 國
人 士 。 在 一 九 五 ○ 年 ， 只 有 牛 奶 公 司 一 家 開 設 冰 淇 淋 工 廠
， 其 後 安 樂 園 、 屈 臣 氏 等 公 司 相 繼 崛 起 ， 競 爭 日 趨 劇 烈 ，
　 六 十 年 代 開 始 ， 香 港 見 有 外 地 製 成 的 冰 淇 淋 輸 入 ， 尤 以
從 英 國 、 美 國 、 澳 洲 、 紐 西 蘭 輸 入 者 較 多 。 一 九 七 一 年 更
從 中 國 大 陸 輸 入 珠 江 牌 冰 淇 淋 ， 目 前 該 牌 冰 淇 淋 約 佔 香 港
27%
以 市 場 份 而 言 ， 牛 奶 公 司 目 前 執 香 港 冰 淋 淇 業 之 牛 耳 ，
45%,
於 售 賣 地 點 Paurt of Aale 的 銷 售 努 力 。 一 九 七 三 年 ， 屈 臣 氏 附
屬 公 司 的 雪 山 冰 淇 淋 正 式 進 入 市 場 ， 採 用 積 極 的 市 場 促 進
12%,
為 冰 淇 淋 業 帶 來 不 少 生 氣 。 作 者 本 文 研 究 的 重 點 ， 就 集 中
在 冰 淇 淋 業 市 場 推 銷 策 畧 方 面 。
研 究 目 的 與 方 法
雖 然 香 港 冰 淇 淋 市 場 是 一 個 富 有 吸 引 力 的 市 場 ， 但 迄 今
3尚 未 有 學 者 加 以 有 系 統 的 研 究 。 作 者 欲 以 一 個 市 場 學 者 的
身 份 ， 從 事 當 前 市 場 資 料 之 收 集 、 分 析 及 評 價 ， 並 對 未 來
所 應 採 取 之 市 場 策 畧 ， 提 出 個 人 的 意 見 ，
作 者 研 究 的 方 法 主 要 有 二 ：
㈠ 收 集 次 級 資 料 cFrcaday Dats ： 描 述 冰 淇 淋 業 的 歷 史 背 景 ，
季 節 需 求 指 數 ， 冰 淇 淋 製 成 品 及 冰 淇 淋 原 料 之 入 口 數 量
， 銷 售 促 進 ， 及 運 銷 途 徑 等 。
㈡ 從 事 市 場 研 究 Maketiy Rseatcl ： 探 求 冰 淇 淋 消 費 者 的 消 費 規
律 性
Ragutaniy ， 採 購 地 點 Fatatois of Grnckanuy
, 種 類 偏 好 Ftauaiw
Gufevane 及 消 費 習 慣 Gisuafotus Fetvt 等 。
4研 究 結 果
次 等 資 料 研 究 結 果 ：
從 冰 淇 淋 的 季 節 銷 售 指 數 ， 得 知 五 月 至 十 月 為 對 冰 淇 淋
需 求 最 殷 的 時 期 ， 約 有 百 分 之 七 十 的 冰 淇 淋 是 在 這 六 個 月
內 售 出 。 在 牌 子 方 面 ， 根 據 一 九 七 ○ 年 的 銷 售 數 字 ， 牛 奶
公 司 居 首 位 ， 其 次 為 安 樂 園 ， 芬 蘭 ， 瑞 士 ， 利 安 等 。
　 根 据 冰 淇 淋 製 成 品 與 冰 淇 淋 原 料 的 入 口 數 字 ， 可 以 有 出
香 港 已 逐 漸 由 輸 入 冰 淇 淋 原 料 轉 變 為 內 篇 冰 淇 淋 製 成 品
Reaay Mad go Great ， ， 由 此 而 減 少 了 对 本 港 製 冰 淇 淋 的 需 求 。
根 據 統 計 ， 在 一 九 七 ○ 年 至 一 九 七 三 年 期 間 ， 本 港 製 冰 淇
5
50%
在 銷 售 途 徑 方 面 ， 本 港 製 冰 淇 淋 主 要 是 由 製 造 商 直 接 售
賣 給 零 售 商 ， 再 由 零 售 商 賣 給 消 費 者 ， 進 口 冰 淇 淋 製 成 品
則 由 進 口 代 理 商 賣 給 零 售 商 ， 再 由 零 售 商 賣 給 消 費 者 ， 至
於 零 售 單 位 ， 主 要 為 腳 踏 車 攤 位 ， 辦 館 、 學 校 、 飯 堂 、 夜
總 会 、 餐 室 及 酒 店 等 。
按 照 傳 統 作 風 ， 冰 淇 淋 業 很 少 利 用 大 眾 傳 播 媒 介 來 作 廣
告 宣 传 ， 牛 奶 公 司 所 一 貫 採 用 的 辦 法 ， 是 銷 售 地 點 的 宣 傳
， 例 如 改 良 包 裝 的 設 計 等 。 雪 山 牌 冰 淇 淋 首 創 電 視 廣 告 宣
傳 ， 以 補 充 銷 售 地 點 宣 傳 的 不 足 ， 結 果 收 效 良 好 。
6市 場 調 查 研 究 結 果 ：
　 根 據 調 查 所 得 的 資 料 加 以 分 析 ， 顯 示 冰 淇 淋 消 費 者 是 有
下 述 特 性 ：
㈠ 消 費 者 的 消 費 規 律 性 regulandy of Cenuasptars
： 消 費 者 的
年 齡 集 中 在 十 至 十 九 歲 ， 家 庭 收 入 集 中 於 每 月 六 百 元 至
二 千 元 。
㈡ 購 買 地 點 The tacatuas of Pacdaoiy ： 消 費 者 趨 向 於 在 住 所 附 近
之 商 店 購 買 冰 淇 淋 ， 且 大 多 數 在 其 住 所 內 享 用 。
㈢ 種 類 愛 好 與 消 費 習 慣 Ftauaus f Gerairnftais fatics ： 種 類 方 面 ，
香 草 冰 淇 淋 Vacstta 最 為 消 費 者 所 喜 愛 ， 包 裝 方 面 ， 杯 裝
7最 受 歡 迎 ， 大 多 數 消 費 者 都 有 喜 歡 嘗 試 新 牌 子 的 傾 向 。 包
裝 及 種 類 的 重 要 性 ， 則 隨 着 消 費 者 的 年 齡 与 收 入 不 同 而 有
所 差 別 ， 大 致 上 年 齡 較 輕 及 收 入 較 高 的 消 費 者 ， 比 較 着 重
包 裝 及 種 類 。
結 論 與 建 議
個 別 公 司 的 前 途 ， 與 整 個 行 業 的 市 場 走 勢 ， 息 息 相 關 。
根 據 香 港 政 府 人 口 統 計 署 發 表 的 預 算 案 ， 在 未 來 之 七 年 間
年 齡 十 歲 至 卅 九 歲 的 人 數 將 有 迅 速 的 增 長 ， 表 示 香 港 冰 淇
淋 的 市 場 具 有 很 大 的 潛 力 。 倘 能 通 過 市 場 調 查 ， 獲 取 更 多
有 關 消 費 者 的 資 料 ， 据 以 擬 訂 市 場 策 略 ， 則 市 場 自 不 難 日
8漸 擴 大 。
根 據 市 場 趨 勢 ， 在 未 來 五 年 中 ， 外 地 輸 入 的 冰 淇 淋 將 為
本 港 冰 淇 淋 業 帶 來 優 厚 的 利 潤 。 在 包 裝 方 面 ， 應 針 對 消 費
者 的 愛 好 ， 採 用 適 當 的 包 裝 ， 以 收 吸 引 之 效 果 。 此 外 ， 從
雪 山 牌 冰 淇 淋 的 成 功 經 驗 ， 可 以 看 出 大 眾 宣 傳 媒 介 極 為 重
要 ， 实 應 尽 量 利 用 ， 使 消 費 者 有 更 多 機 會 去 接 觸 有 関 產 品
的 資 料 。 在 銷 售 月 份 方 面 ， 由 於 五 月 至 十 月 是 銷 售 最 多 的
月 份 ， 因 此 宣 傳 攻 勢 最 宜 在 四 月 發 動 。 此 外 ， 種 類 與 包 裝
的 變 化 ， 奶 類 產 品 的 價 格 循 環 ， 以 及 最 新 市 場 資 料 的 收 集
都 是 市 場 決 策 者 在 從 事 計 劃 及 決 策 時 所 必 須 考 慮 到 的 問 題
。


